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IS ADWORDS A BIT TO CONFUSING? LET GLOBALDIGITALONLINE.COM 
TAKE THE CONFUSION OUT OF THE GAME 

WE KNOVJ HOVJ TO MAKE YOU R BUSINESS... PROFITABLE 

Understanding Ad Keyword Match Types 

In the biosphere of pay-per-click advertising, the word “keyword” can have diverse effects on 
your business performance. For Bing Ads and Google AdWords, there are few variants, known 
as the match types. Everyone has a precise use that can be maximized by some proactive PPC 
marketers to increase performance. 

One of the mutual mistakes advertisers who are fresh to AdWords variety is not completely 
applying the accessible matching keyword options. Choosing which word’s you want to 
activate your ads is deceivingly tough to get correct from the start, but creates a lot more 
logic once you comprehend what keywords actually are and how they really work out. 

Keyword Match Types in Adwords 

Keyword match types are factors that can be designated on your keywords to regulate which 
searches generate your ads to act. In AdWords, there are few keyword match types: Broad 
Match Modifier, Broad Match, Exact Match and Phrase Match. 

For each match type has its own benefits and drawbacks, and it’s extremely imperative to 
know the conditions in which you should use one of these match types specific to your 
business type. 

Broad match 

In your AdWords, when you offer on a keyword by just typing it with no decoration, your ad 
may display when some of the words seem in a searcher request. This is the default or normal 
choice. If your ad group confined the keyword “tennis ball,” then your ad would be qualified 
to be displayed when a visitor’s search results contained at least one or both words i.e. 
“tennis” and “ball” be it in any order, and perhaps along with other expressions. Your ads 
could also display for synonyms, singular or plural forms, and other related variations. 

What Your Mom Never Told You About Match Types 

Many but different match types within the similar account contend against each other. It’s 
unbelievable how both learners and experts alike flop to take into attention the unremitting 
A/B split testing that is done in different mechanisms of an account. 
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In a shell, if you add dissimilar match types to one single account the will compete for clicks, 
conversions and impressions. 

Strategies for Organizing Your Keyword Match Types 

There are some ways your can shape your match types within your search paid account. Not 
any of the strategies are superior or worse than other, in fact they are just unlike. We will 
study the two most collective match type practices and keep an eye on their pros and cons. 


1) Addition Of Multiple Match Types To The Similar Ad Group 

With this technique, you add a keyword to a single ad group many times, each with a 
different match type. 

Pros: The advantage of this strategy is that you have fewer total ad groups to go, create and 
boost traffic. This protects on both formation and organization time. If you have a bound 
volume of time or limited technology, then this is by a far margin the most applied technique 
to use. 

Cons: There are numerous flops to this strategy. With precise match, you can create a good 
estimate to the user concentration of the word, so your ad can be very detailed to the 
keyword. With the addition of broad match you see a lot not as much about the user choice, 
so you may write an overall ad copy that includes the keyword. This technique does not let 
you to write ads according to match types. 


2) Restricting Match Types By Ad Group 

With this technique, every single ad group will merely contain one single match type. If you 
need to market on both phrase match and exact match terms, then you might have two 
dissimilar ad groups. Additionally, for both of your ad groups you might also have to use 
negative keywords to safeguard the accurate match type is being activated. 

Pros: There are a few good things about this method. Primarily is that the correct keyword 
match type should be exhibited in a search query. Also, you do not have to guarantee that 
your exact match ad rank is lesser than your phrase match ad rank. 

Cons: The major con is that your account can swiftly be dazed with various ad groups that 
you have to make new methodology for all of your ad groups as there are firm limits on 
number of ad groups can be made inside a single campaign. This technique takes a lot time- 
consuming to setup, and a slight bit slower to manage. 
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Don’t Overlook Negative Keyword Match Types 

If you get a few worrying search queries in your informations, then a resourceful use of 
negative keywords may just be right way to go. Negative keywords avoid ads from display 
every time a search query covers a keyword registered in your negatives. Moreover, you can 
also style negative keyword match types for additional detailed targeting the negative match 
types. 

Nonetheless, be cautious of how you add them to your site. If there is an abrupt slump in 
impressions, it can be credited to a negative keyword unintentionally blocking important 
traffic. 


Google AdWords-Keywords Match Types 



Call Global Digital Online and let us show you how a successful AdWords program should be 
designed. We are the experts and prove it every day with our clients. 


310.990.1183 or info@gdoconnects.com 

www.globaldigitalonline.com 








